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China Ping An Group has drawn up grand strategic plans and objectives of 
developing the integrated financial services platform. Besides insurances, its business 
has covered many other fields including banking. But there are also many problems in 
the specific implementation of the processes of business strategic extension and brand 
extension, particularly in aspects related to marketing and communications. 
This article starts with puzzles and problems related to marketing and 
communications in Ping An bank’s business management which is observed by the 
author during my internship in Xiamen Branch of Ping An Bank using the research 
methods of document analysis, observation, and interview. The author has launched a 
deep excavation and analysis on the cause, and used the Value IMC, which has been 
developed by Dr. Don Schultz in recent years, as the theoretical basis of this study. 
Finally, by means of case study, with the Value IMC theory employed in the 
innovations of business management related to marketing and communications, the 
author proposes the innovative and feasible ideas and plans for business management 
in marketing and communications used in Xiamen branch of Ping An bank. 
The basic idea of this paper is to ask questions, to analyze and to solve problems. 
When analyzing the issues of the brand management of Xiamen branch of Ping An 
Bank, the author starts from the concepts of management, and goes on to analyze the 
state of the developing environment. At last, the author proposes five strategies of the 
brand management for Xiamen Branch of Ping An Bank: the first one is to define 
customers and potential customers according to their acts; the second is to regard 
customers as an asset on the one hand, and marketing and communications as an 
investment on the other hand; the third is to design brand engagement, planning 
information and incentive strategies; the fourth is to assess the investment rate of 
return of Value Integrated Marketing and Communication plan; the last is to get back 
to the first step, forming a virtuous circle. 
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布斯》全球 500 强。 
平安的初始业务是保险，但目前通过品牌延伸，平安银行正成为其三大业务
支柱之一。平安银行的前身是深圳市商业银行，成立于 1995 年 6 月 22 日，是中
国第一家城市商业银行。2006 年 11 月，经中国银监会正式批准，中国平安集团
持有深圳市商业银行 89.36%的股份，成为该行 大股东。2007 年 6 月 16 日，中
国银监会批准深圳市商业银行吸收合并原中国平安集团旗下子公司平安银行并



































































































































































著名品牌管理专家 David Aaker 和 Kevin Lane Keller 于 1990 年、1992 年发
表了两篇划时代的论文《消费者对品牌延伸的评价》（Consumer Evaluation of 
Brand Extension）、《品牌延伸连续性引入的影响》（The Effects of Sequential 
Introduction of Brand Extension），提出了狭义的品牌延伸概念，即指一个市
场已有的品牌用于一个完全不同的领域。 















































































































Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
